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Abstract
Mankind uses symbols to communicate since prehistoric times. Over time these symbols become more complex and contain a 
denser message. The apex of contemporary times is the brands that use institutional symbol or graphic language to get their 
message across. The lack of concern about how this is being applied has caused visual discomfort, which is called visual noise. 
Ergonomics informational enables a division of the aspects that add the message symbol, facilitating a deeper analysis of the
quality of the message to which you want to pass to the user of this brand. Thus providing the methods for professionals confirm 
that the message contained in the symbol is high quality.
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1. Introduction
The world is used to use symbols to communicate since the origin of man, currently the symbols are used to 
identify companies or products. So, with the establishment of the symbols a visual identity is necessary and effective 
for communication, therefore the visual identity is a set of formal elements that visually represent by a systematic 
way, a name, idea, product, company, institution or service.
This set of elements usually is based on the logo, a visual symbol and color set accordingly. It is always a great 
challenge for the graphic designer to create and develop a visual identity for a particular company, since the logo has 
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to convey ideas, intentions and the market in which the company operates, it must be easy to understand for all 
persons, regardless the knowledge they have. However, despite this importance, there are few scientific studies in 
this area and, therefore, lack of parameters for the analysis and development of visual identity, which makes the
creation’s process unscientific or systematic[1].
The lack of parameters results in incomprehensible visual identity projects.With the growth of new enterprises
and considering that they are seeking space in their market is predictable that quite common misconceptions in the 
use of colors and shapes will result in visual pollution among others aspects related to the design. Also, when the 
studies for brand development are not well carried, with good theoretical basis and assertive project development, 
the brand might end up expressing the company’s area of operation therefore the consumer is led to confusion and 
misinterpretation of the brand. This work seeks the possibilityto analyze graphic symbols through informational 
ergonomics, using message-based visual gestalt. A method of analysis that was applied to 50 brands and that bring a 
positive result concerns about the technique that is being applied in the creation of this symbol, is proposed.
2. Marks
The visual identity or brand is an appeal to the senses, and you can see, touch, grab, listen, observe and move. It
feeds the user recognition and enlarges the differentiation of their products and ideas, and bringing together disparate 
elements, unifying them into integrated systems [2]. According to Raposo [3], if the mark is not used in a coherent 
and consistent manner, or if the other identity elements were not be a unit, you end up losing the logic of graphic 
exhibit which leads to its recognition. The mark cannot be considered advertising or comics, therefore, does not 
intend to forward all corporate values, but only part of them.
3. Symbol
The symbol is a graphic element that, using, shall identify a name, idea, product or service. Strunck [4] classifies
the symbols into two main groups: the abstract and the figurative. Abstract symbols: nothing represents at first sight 
and their meanings are to be seized. Figurative: they can be of two natures. Those icon-based, ie they are true to that 
claim to represent; and the ideograms or drawings representing ideas / concepts. Not all brands need a symbol, since 
its concept may be represented completely by the logo itself.
According to Bonnici [5], the visual language communicates through several messages, and the elements that 
compose it are related to one another, images, colors, shapes, graphic aspect, ratio, tones and textures. The visual 
message normally is encoded in a image that sometimes is supported by verbal devices, such as the visual identity in
which, the name of the institution is joinedto an image that transmits its benefits to the receiver.
By observing all the factors that cover the visual message, it appears that it focuses on the image as the main 
element, but there is the possibility of expanding the communication that presents an image, added them to other 
elements or other images. Visible data contains many elements beyond the image, which make visible message. The 
work of the designer is to develop visual experiences on the use of textures, shapes, structures and movements, color 
and contrast. Munari [6] presents a global vision of design not separating the world of image and three-dimensional 
objects, verifying that the elements mentioned in all these forms are, in fact, visual manifestations that permeate the 
messages.
4. Gestalt
The studies related to Gestalt were started in the late nineteenth century in Austria and Germany, and resulted in 
studies of perception, also known as Psychology of Form, Gestalt Psychology or Gestalt. The first published work in 
the area, which discussed the visual perception, was from Max Wertheimer in 1912, with Wolfgang Kohler and 
Koffka Kurf partnership. These three researchers are considered the Gestalt movement pioneers. They considered 
the psychological phenomena as an autonomous set, indivisible and articulated in its configuration, planning and 
internal law, which are independent of individual perception and formulate their own laws of human perception.
For Arnheim [7] visual perception is organized through the establishment of overall and central patterns in 
understanding some laws. This standard can be structured in the internal sense which is a part of this image so that 
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the appearance of any part depends on its bigger or lower extent within the structure which in its turn suffers the
influence of nature in its parts. The act of seen these relationships is a more effective way to establish these 
differences and establish a set of perceptual tensions that highlight contrasting elements within the image. From this
premise, comparisons between contrast, similarity and proximity among others, are parts of the study of mental 
comparisons and relationship with the already existing one.These studies arise in reaction to the established
contemporary theories and that were based on the individual and sensory experience. Based on the principle that the 
sensitive object is not just a package of feelings for humans, since perception is beyond the information provided by 
the sensory organs. They were based on the statements of Kant, which the elements perceived by us are organized in 
order to make sense, and not only through associations with what was previously known [8].
Studies have shown the brain as a dynamic system that enables interaction between the elements that are 
submitted to it at any given time, using principles of perceptual organization, such as proximity, continuity, 
similarity, segregation, filling, unity, simplicity and background picture. With this, is allowed to state that the brain 
has its own operating principles, in order to self-organize stimuli received through senses, such as touch, sight, 
hearing, taste and smell. According to the principles of Gestalt, there are eight main aspects in the perception of 
objects and shapes: Unit, Segregation, Unification, Lock, Continuity, Proximity, Similarity and pregnantgestalt [8].
5. Ergonomics informational
The human cognitive system is characterized by the treatment of symbolic information, it means, human beings 
create and develop images through mental models or representations of reality, which can be models or aspects of 
reality [9]. By this way, cognitive system is the term used to refer to structured and formal representations based in 
psychology theories.
There are several models of communication that can help to understand how researches have considered this 
problem, in view of the difficulty of understanding how people see and perceive the presented information. The 
informational ergonomics is widely used in research which links local signaling and the recognition and realizing of 
the signs and information displays.
The human structure and information processing are the main used methods to perceive and organize 
functionality studies and understanding of information boards [10]. One of information processing models is the 
proposed by Alves [11], which was originated from the Welford model of 1968, and which was later adapted by 
Whiting in 1979 and consists of five phases, since the advent of information up to the motor response (Figure 01).
The models delimit the individual's behavior and are their view of reality, which can be modified or simplified 
what is functionally significant for him. These processes helps the individual to expand the relevant factors and 
eliminate the secondary ones, and are generally linked to knowledge already acquired [9].
This same model can be used in realizing visual identities, which usually have information regarding to the 
institution to which we want to identify, in such manner that the user can understand and associate with something 
already seen and processed by their cognitive system. The use of pictograms and icons in the visual identities can 
facilitate this understanding (Figure 02).
Fig. 1. Information Processing Model (Source: Alves, 1985, adapted by the author).
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Fig. 2. Advantages of using icons for understanding visual identities (Source: Padovani, 2004, adapted by the author).
The visual identities seek to inform and identify by a simple way, just like the signposts. Pictorial images are 
used in their symbols and logos to facilitate the user to become closer to the image being displayed.
A brand does not necessarily need a symbol (Figure 03). The example showed below refers to a shop which sells 
packing and to identify it, we used the idea of packing the products. In this sense, joined a frame to the trade name 
of the company, so it were possible to present a simple way mark, objective, easy to understand and understanding. 
There is also the aid of the word 'package', to identify (to reiterate) the products the company works with, since the 
name "MULT" does not refer to the product line, but the idea of product's diversity.
Fig. 3. Company logo Mult packaging. (Source: the author).
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6. Analysis of symbols through informational ergonomics
To make possible effective analysis of the obtained marks, we opted for the development of a analysis record that 
was seek to address all or most of the important factors that are around the development of a brand. Was not found 
no analysis line regarding visual identities in national bibliographies. There are specific analyzes, such as those 
made by visual ergonomics or by gestalt.
Based on the literature review, we realized the existence of factors that subsequently could allow proposal of 
some parameters for the development and analysis of visual identities, among them being the aspects related to 
visual ergonomics, the gestalt and to the colors, using techniques such as verification of golden ratio, number of 
colors, color psychology, among others.
Firstly, the record was defined with the following items: company name, classification, range, brand, dimensions, 
typography, symbol and composition.All these analyzed factors make viable the search for equality between the 
marks used, thus bringing the possibility of proposing parameters for analysis and development of the analysis 
record. To analyze the symbol, we excluded the typography, isolating it from the symbol and determining a 
connection degree with its reference object.The symbol we abode in analyzes the gestalt, using six laws, which are: 
unit; unification; segregation; closing; proximity and likeness. Performing a visual readout of the form, as shown by 
Gomes Filho [8], we selected three items present in those form.
7. Results
After brands' analysis, was possible tabulation all data to achieve the results, in each defined item of the 
analysis.Initially it was necessary to divide them into categories, allowing a deeper study and complete of the data, 
only comparing the marks related to the same sector for,at the end, compare all the results of realized analyzes.
The result was expressed in an infographic in which some items were placed in percentage and in other in 
numerical values, since these were the size and selection of quantities (see Figure 04). The numerical values were 
used only in the part of dimension regarding to interval and to a higher incidence (mode), and as well as to the 
averages' total. Was also used in the gestalt, since it reflects in the three that appears in more symbols, thus, becomes 
easier to analyze them thru numbers.
In the result we can find the reach of brands shown in percentage.Regarding to the dimensions, that in total are 
eight, drawn from the brands, and two other that are the mean of the set and of typography, were analyzed the 
percentage that appears, the measures' range, the highest incidence and total analysis of the average.In the 
typography the visibility, legibility and readability were analyzed and expressed in percentages. In gestalt, were 
listed the first three laws that appear in the symbol of the brand, and does not matter if integrated or only 
typography. In the colors, the different ones were quantified those that appear, also expressed as percentage.In the 
symbol we observed if there were one or not and if it was integrated into the set, also expressed as a percentage. 
Finally, the pregnant gestalt expressed in percentage. 
In the Gestalt is possible to verify a number just below the enunciate, and once this number corresponds to the 
number of marks multiplied by three, resulting in the amount of gestalt laws that would be present, and thus having 
an easy access and understanding of the resulting numbers.
The capitation of the brands with the interviewed companies resulted in a total of 50 marks. In this infographic
can be seen the comparative result of all brands obtained and analyzed and also the joining two brands that do not 
belong to any category, in other words, transport categories and product. The overall results presented here are
extremely important to understand how is treated the relevance of each item of the brand for its development.
Regarding to the reach, we found a large percentage of 50% in national brands. Related to the typography, there 
is a great commitment in the brand visibility, and 92% achieved the highest score, and in relation to the legibility 
and readability, respectively, 70% and 66%. In the Gestalt, the laws that prevail in relation to the symbols of the 
marks are in descending closing order, similarity, unification, unit and continuity, segregation and proximity. In the 
colors, the use of only two is very large, with 76%. Regarding the symbol we could confirm the large percentage of 
64% in the existence of the symbol. In the gestalt pregnant, is proved that 74% were considered of great 
understanding and fixing brand.
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Fig. 4. Infographic - result of brands’ analyzes – Total.
Regarding the dimensions, there is a high incidence of all of them, but the dimension "d" remains with a lower 
incidence than the others, in 56%.In some items, we observe wide ranges that made the mode very similar to the 
average of these intervals.We chose not to use the symbol approximately in this mode, since it became exactly 
correct, without many variations. In the study of the total of marks includes the average as a complement to mode, 
demonstrating that even with an extensive interval, it remains at an approximate average measure.
8. Final considerations
The analysis sheet has shown to be very effective in the division and in the study of graphic marks.The form was 
developed using criteria of visual ergonomics in their division, to enable a deep observation of the brands, 
separating the analysis at specific points, such as the existence of the symbol, whether it is used or is included within 
the brand, or even if is non-existent. The study showed that 64% of the analyzed brands contained symbol and 30% 
have integrated symbol to typography.
The symbol's separation was extremely important in order to study the laws of gestalt, by this way could be 
checked which laws were used for their development Applying the three major laws, verified in a certain order, can 
be demonstrated a concern for its understanding through simplicity. It was observed in the results that the most 
active law was closing, exactly because this law is that can link the symbol elements, which allows to understand its 
real meaning; in second place came the similarity, which allows the use of equal elements in a way to simplify the 
shape, making the visibility easy; in third place we had the unification, which handles the union of different shapes 
to create a whole.
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